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Abstract
Social media platforms continually assisting the industry as a media promoter for its customer. This study aims to determine how
the influence of electronic word of mouth on TikTok on purchase intention of Somethinc skincare products through brand image.
This study uses a quantitative approach with data collected using a survey method. The research instrument used a questionnaire
distributed via Google Form. The number of samples in this study were 100 respondents who were TikTok users, knew about, and
had never bought Somethinc skincare products. The analysis technique used in this research is simple linear regression. The results
of this study indicate that the four hypotheses of this study are accepted. It was concluded that there was an influence between e-
WOM on TikTok on purchase intention of Somethinc skincare products, the influence between e-WOM on TikTok on Somethinc’s
brand image, the influence between Somethinc brand image on purchase intention of Somethinc skincare product, and influence
between Electronic word of mouth on TikTok. towards purchase intention of Somethinc skincare products through brand image.
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1. INTRODUCTION
The development of technology nowadays has grown faster
from time to time and continues to increase drastically. The
development of the internet is a sign that now the world has
entered a period of industrial revolution 4.0. Everything in hu-
man life in various fields, both in the economic, social, and
other fields has changed thanks to the industrial revolution 4.0.
Many of the activities today have been successfully realized by
innovators, which these activities had never been imagined to
be carried out today. Before entering industrial revolution 4.0,
the public could only get access to information or news through
limited broadcasts on television networks. However, techno-
logical developments and the use of the internet today, it has
had a major impact on people’s lives.
The presence of the internet has made it easy for communi-
cation facilities, learning facilities, and sources of information
using various media. One of them is by using social media.
Even now, everyone including the Indonesian people has made
the internet their primary need. Based on the Global Digital Re-
port 2020, research on the social media platform Hootsuite and
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the We Are Social media platform, it is stated that around 64%
of Indonesians have access to a connection to the internet. The
research states that as of January 2020 in Indonesia there are
currently 175.4 million people who are internet users. From the
same research, it is stated that Indonesia now has 160 million
social media users, where this figure has increased by around
8.1% or 12 million users when compared to the results of the
previous year’s research (Dateportal.com, 2020).
Most people today choose to use social media as a means to
obtain and exchange information about a product online. One
of the new trends that people are now using when using social
media to obtain and exchange information about a product on-
line is by using the TikTok application. TikTok itself is a short
video-based social media application that relies on creativity.
The application made by ByteDance, a company from China in
2016, is now a booming application around the world (Kata-
data.co.id, 2020). According to data from application research
company Sensor Tower, as of August 2020, TikTok has become
the most downloaded non-game application worldwide. This
data shows a shift in the technology industry (Sensortower.com,
2020). This ByteDance application also has a very rapid devel-
opment, where in the last three years TikTok has been down-
loaded more than 2 billion times (Katadata.co.id, 2020).
In addition, according to Sensor Tower, as of August 2020,
Indonesia is the country with the most downloads of this ap-
plication, with Indonesia contributing 11% of TikTok’s total
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downloads (Sensortower.com, 2020). Dina Bhirawa, Head of
Marketing for TikTok Indonesia, said that apart from dancing,
singing, tutorials, vlogs, fashion, talent, and food content are
the most popular types of content on TikTok, content about
beauty is equally popular in the application (Ramadhanny, 2019).
Skincare reviews are also a type of review content that is
widely liked and often viral on TikTok. The video uploaded
by TikTok users under the account name @kaelynwhitee is an
example of viral skincare review content on TikTok. In the
video he uploaded, Kaelyn Whitee gave a review of AHA 30%
+ BHA 2% Peeling Solution skincare products from the brand
The Ordinary. The product then becomes viral or is widely dis-
cussed and is sought after by consumers. Based on information
obtained from representatives of The Ordinary, the video up-
loaded by Kae turned out to be successful in increasing sales
of the peeling product so that it sold 52 thousand units in two
weeks (Wolipop.detik.com, 2020). Due to the high interest of
buyers, this product has also experienced a price increase, from
the normal price of IDR 130 thousand to a range of IDR 400
thousand (Beautyjournal.id, 2020).
Cosmetic products are also one of the products that con-
tinue to experience increasing purchasing power every year.
Based on the 2019 Annual Report from the L’oreal company,
every year the global cosmetics market continues to experience
growth. Not only that, but skincare is also a business segmen-
tation whose growth continues to increase globally beyond the
cosmetics market. In the report, the sharp increase in the skin-
care market in 2018 was driven by the continued growth in
purchasing beauty products online, the development of social
networks, and the expansion of the upper-middle class around
the world and especially in the Asia Pacific, where consumers
have high enthusiasm and broad knowledge. regarding skincare
products. It can be seen in the graph above that the growth of
the global skincare market in 2018 increased sharply by 9% and
8% in 2019, while the cosmetics market increased to 5% / 5.5%
(Loreal-finance.com, 2019).
The growth of the cosmetics and skincare industry globally
also has an impact on the growth of the cosmetics and skincare
industry in Indonesia. The Ministry of Industry noted that there
was a cosmetic industry growth of 7% in 2019 (Kementerian
Perindustrian dan Perdagangan, 2020). Research results from
SAC Indonesia also said that skincare products were the largest
market for cosmetics throughout 2018 (Industri.kontan.co.id,
2019). Various skincare brands in Indonesia are starting to de-
velop rapidly with a strategy of making skincare products with
different variants according to the user’s skin needs. Telun-
juk.com through tempo.co collected skincare sales data in the
last month from three giant e-commerce companies in Indone-
sia, namely Shopee, Bukalapak, and Tokopedia. Quoting data
from the Compas Market Insight Dashboard for the period 8
August - 7 September 2020, it noted that there were five skin-
care products from the best-selling favorite brands from their
online sales in the three e-Commerce (Forums and Lists, 2020).
One of the five best-selling skincare brands is the Some-
thinc brand. Established in March 2019, this brand was founded
because it was inspired by consumers who are looking for halal-
certified and high-quality skincare products for an active lifestyle.
Somethinc aims to meet the needs of the young and smart gen-
eration who are currently very critical in choosing skincare prod-
ucts, not only wanting to look attractive but also paying atten-
tion to the importance of using high-quality products at afford-
able prices. Therefore, Somethinc answers consumer needs by
launching skincare products containing clean ingredients that
are safe and halal to use, local skincare with international stan-
dards, and at affordable prices (Indiemarket.news, 2020). Some-
thinc, which is known as the local version of The Ordinary,
in 2019 also received the title as Best Newcomer Local Brand
from Female Daily.
Irene Ursula, Founder of Somethinc, explained that since
the establishment of Somethinc, this brand has managed to steal
the attention and get a positive response from the public. With a
price of 100 thousand rupiahs for a 20ml size, Somethinc Niaci-
namide + Beet Serum is one of the best-selling local skincare
products, even often sold out and much sought after on online
shopping sites (Forums and Lists, 2020). Somethinc which cur-
rently has 929 thousand followers on its Instagram account and
211 thousand followers on its TikTok account is one of the skin-
care brands whose hashtag #somethinc is the most used hashtag
by a skincare brand and has been viewed 107 million times on
the TikTok application.
The role of the internet and social media is increasingly
being recognized for their influence in driving the growth of
the beauty industry. Chief Executive Officer of Social Bella,
John Marco Rasjid, said that social media is one of the three
fundamental things that have contributed greatly to driving the
growth of the beauty industry (Kementerian Perindustrian dan
Perdagangan, 2020). Now, many people have used social me-
dia as one of their means to obtain and exchange information
about a product online. Through the internet and social media,
consumers are constantly exposed to the various messages and
information that brand owners are trying to convey to encour-
age and change their attitudes.
One of the trends that consumers are now using to obtain
information on a product is to use e-WOM. A survey stated
that the majority of consumers assess online opinions as reli-
able and trustworthy as the brand’s website itself (ACNielson,
2007). Rowley (2001) also stated that commercial companies
need to organize these online associations rather than relying
solely on advertisements posted on the internet. These observa-
tions show how strong the potential influence of e-WOM is on
the consumer purchasing decision process. This situation can
then affect promotional activities to build a brand image into
the memory of consumers so that the products offered can be
remembered by consumers and increasingly attract consumer
buying interest (purchase intention). Technological develop-
ments during the 4.0 industrial revolution made the use of e-
WOM form a brand image and attract consumer buying interest
to become an increasingly effective business strategy. There-
fore, this research aimed to determine whether consumer buy-
ing interest and brand image on Somethinc skincare products
were influenced by e-WOM on TikTok.
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2. LITERATURE STUDY
2.1. Electronic Word Of Mouth
Electronic Word of Mouth is defined by Hennig-Thurau et al.
(2004) as a notification, whether positive or negative, where this
notification is made using the internet by consumers about a
product or company. When consumers want to collect informa-
tion about a product, consumers often look for reviews or prod-
uct information online first before making a purchase (Jalilvand
and Samiei, 2012). e-WOM has two types of messages for cer-
tain groups of people, namely those with strong ties such as
family and friends or those with weak ties such as acquain-
tances whom direct consumers to post and share product mes-
sages. Both types of messages provide information on products,
services, and experiences and can influence consumer purchase
interest and behavior (Brown and Reingen (1987); Wang et al.
(2018)).
2.2. Brand Image
Brand image or brand image is defined as a representation
of consumer perceptions and consumer preferences for brands.
This perception is reflected in the various kinds of brand affil-
iations that are in the minds of consumers. Brand Image is a
representation of the overall brand perception which is formed
from brand information from past experiences. Brand Image is
related to beliefs and attitudes towards brand preferences. Con-
sumers with a positive brand image are more likely to make
purchases (Setiadi Nugroho, 2003). Brand image is a brand
perception that is explained by existing brand associations and
is inherent in the consumer’s memory. Thus, a company must
be able to create a competitive advantage that can be used as
a reason for consumers to choose a particular brand (Keller,
1993).
2.3. Purchase Intention
Purchase intention is defined as part of the behavioral com-
ponent of consumer attitudes. Kinnear (1995) said that pur-
chase interest is a stage where consumers tend to take action
before actually making a purchase decision. If consumers de-
cide to buy a certain product, it can be stated that the product
has been consumed by the consumer. The purchase decision it-
self is influenced by the value of the product being evaluated. If
consumers feel that the profit is greater than the sacrifices they
make to get it, the motivation to buy it will be higher and vice
versa. The majority of consumer buying behavior is usually
triggered by a large number of external forces such as market-
ing or environmental impulses.
The hypothesis is prepared based on a literature review on
previous studies, so several hypotheses can be formulated for
this study, which is as follows:
H1: Electronic Word of Mouth in TikTok has a significant
effect on Purchase Intention of Somethinc Skincare Products
H2: Electronic Word of Mouth on TikTok has a significant
effect on Brand Image Somethinc
H3: Brand Image has a significant effect on Purchase Inten-
tion of Somethinc Skincare Products
H4: Electronic Word of Mouth on TikTok has a significant
effect on Purchase Intention of Somethinc Skincare Products
through Brand Image
3. METHOD
This study uses a quantitative approach that focuses on mea-
surement and sampling design problems because it is deductive
in nature, and emphasizes detailed planning for data collection
and analysis (Neuman, 2014). This study uses a quantitative
approach because it has characteristics, where this study aims
to find a cause-and-effect relationship, correlation, evaluation
of activities/programs that are objective, structured, and lim-
ited. The data to be collected by researchers is divided into
two, namely primary data and secondary data. Primary data is
obtained by surveying the form of a structured online question-
naire using the help of Google Forms. Respondents can com-
plete a self-administered questionnaire in about 5-10 minutes.
Secondary data that is owned can be obtained from literature
studies, books, scientific journals, articles, websites, and other
literature studies related to this research topic. Secondary data
has the aim to help build the formulation of research problems
and a theoretical basis by the research model.
In this study, the population was respondents who knew and
had never bought Somethinc skincare products and were Tik-
Tok users. Then, the researcher used a non-probability sam-
pling technique with a purposive/judgmental type of sampling.
Purposive/judgmental sampling is a sampling technique in terms
that are limited to certain types of people who can provide the
information desired by researchers (Sekaran, 2011).
The criteria for selecting the sample were respondents who
were over 18 years old, were users of the TikTok application,
and who knew and had never bought skincare products from
the Somethinc brand. These criteria were chosen because they
are considered capable of answering the research questionnaire
well so that they are able to help researchers obtain quality data.
In addition, the ideal and representative respondent size should
be 100 or larger (Hair, 2014).
Therefore, the researcher took 100 respondents because that
number was considered sufficient to represent the population
studied. The data collected was then tested for validity and re-
liability, then analyzed using a linear regression model and a
t-test was performed to test the coefficients. Descriptive anal-
ysis is used to describe the object under study. The Sobel test
is used to test the strength of the indirect effect of the indepen-
dent variable on the dependent variable through the mediating
variable.
4. FINDINGS AND DISCUSSION
The distribution of the average value of 100 respondents
on the variable electronic word of mouth shows that the indi-
cator of Extraversion / Positive Self-enhancement, namely the
desire of consumers to share their consumption experiences to
improve their self-image as a smart buyer, has the highest mean
value of 4.31. So it can be concluded that the respondents who
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were the subject of this study stated that they strongly agreed
that they got information about positive reviews of Somethinc
skincare consumers through TikTok because of the high desire
of consumers to share their consumption experiences. Then for
the statement that has the lowest average value of 3.84, it is
found in the platform assistance indicator, namely consumer
confidence in the platform used. Thus, it can be said that even
though the information regarding Somethinc skincare review on
Tiktok does not directly make consumers believe this informa-
tion.
The distribution of the average value of 100 respondents on
the brand image variable shows that the corporate image indica-
tor which includes the popularity and credibility of Somethinc
itself has the highest mean value of 4.30. It can be concluded
that the respondents who were the subjects of this study thought
that Somethinc had good popularity, reputation, and credibility
in producing skincare. Then, the corporate image indicator re-
garding the company Somethinc network itself in distributing
its products so that it can be easily obtained by consumers has
the highest mean value of 4.30. It can be concluded that the
respondents of this study considered that Somethinc had a good
company network in distributing its products. Meanwhile, the
user image indicator regarding the association of affiliation that
is perceived by consumers to users who use a product or ser-
vice has the lowest average value with a mean value of 3.82. It
can be concluded that these respondents did not think that using
Somethinc skincare could make them confident.
The distribution of the average value of 100 respondents
on the purchase intention variable shows that the indicator of
transactional interest, which is about the situation when some-
one has a tendency or interest to buy a product, has the highest
mean value of 4.38. So it can be concluded that the respon-
dents who are the subject of this study have an interest in buy-
ing Somethinc skincare. Meanwhile, preferential interest is a
condition when a person’s interest in his main preference for
a product has the lowest average value, which is 3.80. It can
be concluded that the respondents of this study did not think
that they would make Somethinc skincare their first choice of
skincare priority. Next, the researcher will explain the research
hypothesis testing. The following are the results of hypothesis
testing on hypothesis 1.
The first hypothesis aims to examine the relationship be-
tween the Electronic Word of Mouth in TikTok and the Pur-
chase Intention of Somethinc Skincare Products. Based on the
results of data processing carried out, the significance value ob-
tained is 0.000. So it can be concluded that this regression
model can be used because it has a significance value below
0.05. For the F value, the value is 59.522 which has a p-value
of xx which is greater than 5%, then H is rejected and H is
accepted (see Table 1.
These results are in line with the results of the study con-
ducted by Elseidi and El-Baz (2016) that reinforce the view that
e-WOM can play a major role in influencing purchasing deci-
sions. In addition, Jalilvand and Samiei (2012) also stated that
positive e-WOM has a significant effect and can affect purchase
intention. Next, for the result of hypothesis 2 testing, Table 2
shows the results.
The second hypothesis aims to examine the relationship be-
tween the Electronic Word of Mouth in TikTok and the Brand
Image of Somethinc Skincare Products. Based on the results
of data processing carried out, the significance value obtained
is 0.000 (see Table 2). It can be concluded that this regression
model can be used because it has a significance value below
0.05. For the F value, the value is 86,958. When compared
with the F table for this study which has a value of 3.09 which
means F count¿ F table, then H is rejected and Ha2 is accepted.
(Jalilvand and Samiei, 2012) also revealed that the interactive
published online communication of WOM can have a signifi-
cant impact on brand image. In addition, Jalilvand and Samiei
(2012) in their research also proved that e-WOM is one of the
most effective components in influencing brand image. Next,
for the result of hypothesis 3 testing, Table 3 shows the results.
The third hypothesis aims to examine the relationship be-
tween Brand Image and Purchase Intention of Somethinc Skin-
care Products. Based on the results of data processing carried
out, the significance value obtained is 0.000. So that this re-
gression model can be used because it has a significance value
below 0.05. For the F value, the value is 118.074. When com-
pared with the F table for this study which has a value of 3.09
which means F count¿ F table, then H is rejected and Ha3 is ac-
cepted. This is supported by the results of research by Muham-
mad Aqsath Faza in 2018 which is the basis of this research
that brand image has a positive effect on buying interest. Brand
Image plays a significant role because it is an indirect tool that
can influence consumer buying interest. In addition, Elseidi and
El-Baz (2016) revealed that brand image has a strong influence
in influencing consumer purchase interest in certain brands. Fi-
nally, to test hypothesis 4, the researcher will also perform a
regression test and a Sobel test. Table 4 shows the results.
The fourth hypothesis aims to examine the relationship be-
tween the Electronic Word of Mouth in TikTok and the Pur-
chase Intention of Somethinc Skincare Products through the
Brand Image. Based on the results of data processing carried
out, the significance value obtained is 0.000. It can be con-
cluded that this regression model can be used because it has
a significance value below 0.05. For the F value, the value is
63.873. When compared with the F table for this study which
has a value of 3.09, which means F count¿ F table, then Ho4
is rejected and Ha4 is accepted. This is following Muhammad
Aqsath Faza’s research in 2018 which is the basis of this re-
search that e-WOM has a positive effect on purchase interest
mediated by brand image. In addition, research conducted by
Anisa Septaria Residona in 2019 also proved that e-WOM has
a significant effect on purchase intention mediated by brand im-
age.
Based on the calculation results obtained from the applica-
tion of the Sobel Test Calculator for Significance of Mediation,
the t value of 6.259 is greater than the t table with a signifi-
cance level of 0.05, namely 1.983. Figure 1 shows that the two-
tailed probability value is 0,000 ¡0.05, it can be concluded that
the Somethinc brand image significantly mediates the effect of
electronic word of mouth on TikTok on the purchase intention
of Somethinc skincare products.
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Regression 555,956 1 555,956
59,522 .000Residual 915,354 98 9,340
Total 1,471,310 99
Source: Author






Regression 700,799 1 700,799
86,958 .000Residual 789,791 98 8,059
Total 1,490,590 99
Source: Author






Regression 804,000 1 804,000
118,074 .000Residual 667,310 98 6,809
Total 1,471,310 99
Source: Author






Regression 836,293 2 418,147
63,873 .000Residual 635,017 97 6,547
Total 1,471,310 99
Source: Author
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Figure 1: Sobel Test
5. CONCLUSION
This research was conducted to analyze the influence of
electronic word of mouth on TikTok on purchase intention of
Somethinc skincare products through the brand image of re-
spondents; be at least 18 years old, are a TikTok user, and
know and have never bought Somethinc skincare products. This
research provides new insights that can be used by industry
and companies, especially those in the beauty industry to an-
swer problems regarding the electronic word of mouth on Tik-
Tok which can affect purchase intention through brand image.
Based on the results of the data analysis conducted, it is known
that the results of data analysis state that the four hypotheses
of this study are accepted. With this, the researcher can con-
clude that there is an influence between e-WOM in TikTok on
purchase intention of Somethinc skincare products, influence
between e-WOM on TikTok on Somethinc brand image, influ-
ence between Somethinc brand image on purchase intention of
Somethinc skincare product, and influence between Electronic
word of mouth on TikTok towards purchase intention of Some-
thinc skincare products through brand image.
Based on these conclusions, the researcher has several sug-
gestions that can be used by the company and further research.
These suggestions are Somethinc is expected to be able to in-
crease the positive influence of e-WOM by concentrating more
and actively answering questions or complaints raised by con-
sumers on TikTok to create positive conversations to influence
brand image and purchase intention. Somethinc is also ex-
pected to develop a unique selling proposition so that consumers
can differentiate their products from competitors so that they
can increase brand image and purchase intention. In addition,
Somethinc is expected to maintain and improve the quality of
its skincare products according to the content promoted in its
advertisements, so that it can increase a good brand image and
purchase intention of Somethinc’s skincare products itself. The
next researcher can then develop this research by making com-
parisons using other platforms that contain an electronic word
of mouth, the use of a larger sample, and other variables that can
also affect purchase intention, such as other marketing strate-
gies besides electronic word of mouth, the use of others vari-
ables such as brand awareness, brand trust, and others.
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